Consumer innovativeness is the degree to which the innovative is received independently. Innovativeness is also defined as the degree to which individuals (other adoption units) adopt new ideas faster than other members in a system. The aims of this article are to provide the literature reviews of consumer innovativeness concepts along with the measurement scales. The term consumer innovativeness is very diverse, depending on the research contexts. Consumer innovativeness is adopted on online shopping behaviours, eco-innovative adoptions, eco-friendly consumer behaviour, pro-environmental behaviour, etc. The level of consumer innovativeness concept is differentiated into two levels; general and specific level. General level of innovativeness includes global innovativeness and innate innovativeness. Specific level is known as domain-specific innovativeness. The different concepts and terms cause differences in the measurement. This article also examines innovativeness in individual and organizational unit analysis. Various definitions of innovativeness with diverse views are presented.
Introduction
The debates on consumer innovativeness construct have been discussed by many researchers. Hirschman states that there have been weaknesses in investigating the relationship of innovativeness, which concludes that innovativeness has existed in human since birth and assumed to be constant in an individual [9] . In fact, innovativeness found to have quite strong relationship with some variables such as level of education, type of work, urbanization [28] , personal characteristic [13] , product knowledge [6] , time and cultural orientation [20] , and new product original [17] . Thus, the opinion states that innovativeness is a constant condition that has existed in human since birth seems to be weak. The situational impact on innovativeness is quite significant from some researches. Hirschman [9] said that the influence of social environment contributes to form innovativeness so it is not merely constantly genetic. Two groups with different opinions are the basis of the questions for researchers that focus on the construct of innovativeness. Is innovativeness a dispositional personality element or situational personality element with attitude approach?
The debates have not achieved to be consentaneous as stated by Midgley and Dowling [22] . Relative theory or dispositional theory emphasizes that innovativeness is merely a reaction to internal factors that have been in an individual since birth.
This theory is also known as traits-behaviour model. Meanwhile, attitude theory or situational theory emphasizes that consumer innovativeness is a reaction to situational extrinsic factors in addition to factors within an individual. This theory is known as attitude-behaviour model.
Theoretical Background of Innovativeness
The construct of consumer innovativeness is related to new product adoption context [19] . This innovativeness concept is not relatively stable due to various perspectives in defining and measuring the construct. Hirschman and Midgley & Dowling, develop innovativeness concept from the nature process of new product adoption, known as consumer behaviour domain [9, 22] . One of the innovativeness terms is innate innovativeness. Innate innovativeness is the degree to which individuals receive new ideas and make innovative decisions independently, from communicated experiences of other individuals [22] . Hirschman [9] explains innovativeness through information seeking concept about the innovation in variety seeking. Innovativeness is defined as a desire to find new and different things [9] .
Consumer innovativeness can be reviewed from some theoretical approaches. First, the trait theory approach or traits-behaviour model, which reviews innovativeness as a genetic trait of an individual and it is derived from birth [8, 9, 22, 28, 30] . Second, the attitude theory approach known as situational theory approach or situationalbehavioural model. The approach explains consumer innovativeness as a part of social constructions that affects the high or low degree of consumer innovativeness. Based on attitude theory, consumer innovativeness can be influenced by external factors of individual or group. The factors include situations such as environment and the attitude of individuals or other groups. Thus, consumer innovativeness is a part of learning process influences of individuals through cognitive process, so that it forms different degrees of innovativeness that varies between individuals. Third, both previous approaches which known as contingency or interaction model [9, 22] .
The attitude theory which used to explain consumer innovativeness is social cognition theory [2] . It explains that the formation of behaviour is a connection between personality, situational or environmental factors and the behaviour itself. An individual can be influenced by environment and his internal conditions in forming the degree of innovativeness in individual level. Furthermore, individual innovativeness may be influenced by the degree of innovativeness in group level. Strong group innovativeness tends to have strong identity as well, so it has a great impact on the degree of individual innovativeness according to social identity theory [31] . 
Conceptual Definitions of Innovativeness
Innovativeness concept in marketing theory recognizes some levels of innovativeness, including: individual innovativeness, team innovativeness and management innovativeness [34] or organizational innovativeness [25, 27] . The defines of group innovativeness is the ability of a group in adapting to do some changes. While [25, 27] defines organizational innovativeness as the desire, tendency and ability of an organization to get involved in it, support new ideas, findings, experiments and other creative processes that generate innovation. Organizational innovativeness is measured by some dimensions such as: product innovativeness, market innovativeness, behavioural innovativeness, process innovativeness, and strategy innovativeness [34] .
Innovativeness, by some researchers, has been defined from 70s to 2000s in various concepts. The diversity of concepts has emerged differences in the term innovativeness. However, the term contains similar meanings. So, innovativeness is a concept similar to inherent novelty seeking, life innovativeness, global innovativeness, innate innovativeness, etc., as presented on Table 2 . Innate innovativeness The degree to which individuals get new ideas and make innovative decisions independently, without communicated experience of others.
Hirschman [9]

Inherent novelty seeking
As internal impulse or motivation
1990
Venkatraman and Price, [33] Sensory innovativeness Tendency to get involved in internal pleasure experience (fantasy, dream or stimulation)
Venkatraman and Price, [33] Cognitive innovativeness
Tendency to get involved in new pleasure experience (both internal and external) which affects individual's thought.
Goldsmith and Hofacker, [8]
Domain Specific Innovativeness (DSI)
DSI is an intermediary between innate innovativeness and innovativeness behaviour. DSI is tendency to learn and adopt innovative product (new product)
1999 Steenkamp et al., [30] Innate innovativeness Predisposition in purchasing new product and brand, and different with the previous product choices and consumer purchasing patterns. 
Measurements of Innovativeness
Some measurement tools of innovativeness construct are global innovativeness, domain-specific innovativeness and measurement innovativeness from Raju [5, 8, 26] .
Measurement scale used by previous researchers was likert scale 1-5. 
Global innovativeness [5]
Domain-specific innovativeness (DSI Scales)
Item samples of DSI Scale, with 5 Likert Scales [8] .
In general, I am the first in my circle of friends to buy a new digital/compact camera when it appears.
Compare to my friends, I own lot of digital/compact cameras.
I will not to buy a new digital /compact camera if I haven't tried it yet.
I do not like to buy digital/compact camera before other people do.
If I heard that new digital/compact camera was available in the store, I would not be interested enough to buy it.
In general, I am the first in my circle of friends to know the brands of the latest digital/compact camera.
Roehrich's innovativeness scales [26]
ICE-BEES 2018 
Conclusion
Innovativeness is a construct which is available for measurement tests. Some concepts and definitions of innovativeness can be used as references for researchers in conducting a research related to innovativeness on new products or ideas adoption behaviours such as pro-environmental behaviour, sustainable consumption behaviour, eco-innovative behaviour, etc. The three measurements above are examples of innovativeness measurements which have been developed by researchers. These measurements can be used as alternative measurement of innovativeness for researchers, depend on the research contexts.
